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Music is commonly used by marketers to enhance the effectiveness of ads. Research
shows that music can make ads more memorable and shape a viewer's response to the ad.
This study explores the impact of three music characteristics, its likability, its familiarity
and its "fit" with the ad (referred to as congruency), on consumer response to an ad. I
hypothesized that all three music characteristics would positively impact responses to an
ad. Additionally, I hypothesized that there would be a significant interaction between
music familiarity and congruency with subjects responding the most positively to an ad
when the music was both familiar and congruent. An experimental methodology, where I
manipulated music familiarity and congruency, was utilized. I used a preexisting ad but
changed the music associated with the ad. Songs were pretested to determine if they
were familiar or unfamiliar and if they were congruent or incongruent with the ad. The
final data collection was conducted by showing 127 subjects the ad with one of four
songs, a familiar congruent song, a familiar incongruent song, an unfamiliar congruent
song, or an unfamiliar incongruent song. Subjects then completed a questionnaire that
assessed their perceptions of the likability, familiarity and congruency of the music as
well as their attitude toward the ad and toward the brand, their interest in the product and
their purchase intentions. Results showed that neither familiarity with the song nor the
interaction between familiarity and congruence affected responses to the ad. However,
the more that subjects liked the song and the higher the degree of perceived congruence
between the song and the ad, the more positive their attitude toward the ad and the greater
their interest in the product. Attitude toward the brand and purchase intentions were not
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impacted by any of the music characteristics. Implications of the results and suggestions
for future research are discussed.
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Advertising is a common strategy for companies to utilize in order to inform
consumers about their product. Marketers seek to achieve several goals through
advertisements. First, they want to gain the attention of viewers. They may also use the
content of the advertisement to make their product and brand memorable for the viewer
in hopes that the viewer may be persuaded to take action and purchase the featured
product. Since consumers are bombarded with advertisements on a daily basis, it is
important for marketers to create influential, memorable ads. A considerable amount of
research has been done to identify the characteristics of effective ads and what marketers
can do to help make their ads stand out. This research suggests that effective advertising
should appeal to consumers on not just a rational level, but on an emotional level as well
(Olenski,2012).
Marketers use advertisements to portray messages to consumers designed to
enhance the relationship between consumers and brands and, most importantly, to
encourage the consumer to actually purchase products featured in the advertisements
(Shimp and Andrews, 2013). Conveying a message through advertising is done using a
variety of creative methods. Advertisements utilize persuasive techniques to affect brand
recall by creating affective associations between aspects of an advertisement and the
brand and products featured (Shimp and Andrews, 2013). These techniques include
appeals that are intended to make viewers feel certain emotions and subconsciously
associate them with brands and products that are being featured. Sometimes advertisers
will use sex appeal or humor to enhance the effectiveness of their ads (Shimp and
Andrews, 2013). Although these factors often have little to do with the product or brand
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that is featured, the affective associations that are created can help to make ads more
memorable and persuasive.
Another factor that is often used in ads that does not necessarily have anything to
do with the product or brand is the background music in an ad. Music plays an important
role in the lives of many people. Music can be a powerful instrument for invoking various
emotions within people. Because of this, research has shown that music can be used to
enhance the effectiveness of advertisements (Lantos and Craton, 2011). Music is a
dynamic tool that can be used in a variety of ways. Marketers have to decide what genre
of music to use, whether to have it featured in the background behind dialogue or to have
it in the foreground, whether to use a popular, recognizable song or one that is completely
original. These are only a few of the factors that have to be considered when choosing
music for an ad. Researchers have examined many of these factors and their effects on ad
effectiveness. Their findings and a subsequent discussion of the significance of these
findings will be conducted in this paper. This study will address other aspects of music
that might impact the effectiveness of an advertisement. In particular, this study will
focus on the effects that music likability, music familiarity, and music-ad congruency
have on responses to an advertisement. Before discussing these variables in more depth,
prior research on the role of music in advertising will be discussed.
AModel of the Impact of Music on Ad Effectiveness
According to Lantos and Craton (2011), it is sometimes assumed that music is
inherently able to improve ad effectiveness. However, they note that research has shown
that while music can have a positive effect on responses to an ad, it can also have a
negative effect, or no effect, depending on a variety of factors. This suggests that music
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for an ad needs to be carefully and strategically considered. Lantos and Craton (2012)
have developed a model that depicts the relationship between the ad, the music, and the
listener that subsequently affects attitude toward the music, the ad, and the brand featured
in the ad. They outline four elements that, based on past research, have been found to
influence the effectiveness of an advertisement. These include the listener's situation,
characteristics of the listener, the advertising processing strategy and the musical
stimulus. The next section describes prior research examining the impact of music on
responses to an advertisement. This literature review is organized around the four
components of the Lantos and Craton model.
The listener's situation. The listener's situation refers to the social context and
the activities the listener is doing while being exposed to the ad (Lantos & Craton, 2012).
This element acknowledges the fact that, for the most part, people who view
advertisements are doing so involuntarily. The social context affects the degree to which
listeners may pay attention to the music in the advertisement and thus, be able to recall it
later. For example, listeners would likely have different responses to music in an ad if
they were exposed to it at a party versus at the gym because of differences in the situation
and people in these two contexts. And both of those responses would also likely differ
from how a listener would respond to music if he or she were alone. Whether the content
of the program during which the ad is viewed is happy, sad, scary, funny or action-
packed can influence responses to an advertisement as well (Lantos & Craton, 2012).
North, Hargreaves, and Hargreaves (2004) studied this issue, finding that music in
advertisements was generally not enjoyed because of the forced exposure during an ad.
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Characteristics of the listener. Characteristics of the listener can also influence
responses to an ad (Lantos & Craton, 2012). Listener demographic factors, such as
gender (North and Hargreaves, 2008), age (Hamermesh, 1984), and social class (Fox and
Wince, 1975) have been found to influence preferences for, and responses to, music and
ads. Personality, lifestyle, and mood have also been found to have an impact on responses
to music in an ad and to the ad itself (North and Hargreaves, 2008). Although it is not
surprising that these factors can playa role in musical preference, it would be difficult for
marketers to isolate certain lifestyle and demographic characteristics for their ads.
Nevertheless, it is important to consider these characteristics in order to appeal to the
target market of a product, brand, and advertisement.
Advertising processing strategy. Advertisement processing strategy refers to the
manner in which a viewer cognitively processes various elements of an ad, including its
message and the information that it provides (Lantos & Craton, 2012). The processing
strategy used by the consumer to understand the ad is partially determined by the
consumer's level of involvement with the ad. Ad involvement refers to the degree in
which an advertisement viewer would find personal relevance and importance concerning
the advertised product (Lantos and Craton, 2012; Park and Young, 1986). Those who are
highly involved with an ad tend to devote more cognitive resources toward processing the
facts related to the brand or product, referred to as cognitive involvement (Lantos &
Craton,2012). In contrast, those who are less involved are more susceptible to being
influenced by extraneous parts of the ad such as the music, the people featured, or the
special effects utilized in an ad, referred to as affective involvement (Lantos & Craton,
2012). Based on these observations, Lantos and Craton (2012) distinguish two types ways
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in which viewers will process the ad, depending on their degree and type of involvement.
Viewers can either focus on the central message of the ad, deemed advertising message
involvement, or they can devote more cognitive resources toward other factors in the ad,
such as music, which Lantos and Craton call advertising execution involvement. These
types of processing refer to the manner in which the ad itself is processed, but don't take
into consideration how viewers are persuaded by the ad, a factor addressed by Petty and
Cacioppo's research on processing routes and persuasion.
Petty and Cacioppo (1983) distinguish two different processing routes that
correspond to how a viewer will be persuaded by the ad: the peripheral route and the
central route. The peripheral route of processing is similar to the processing strategy that
would be used by those having a lower level of involvement in the ad, while central
processing is more focused on the factors related to the product itself and the information
related to it and thus would be used by consumers having a higher involvement level. A
major aspect of involvement and processing is associated with the type of product being
featured in an ad. For example, individuals will likely utilize a more centralized
processing strategy for something more expensive and permanent such as a car or new
furniture. In this case, the specific features of the product are often more important for
individuals than are the specific features of something less expensive and more temporary
like a new toothbrush or a snack food. In addition to this, processing routes can be chosen
based on the situation that the individual is experiencing. To explain, the processing route
used can be dependent on a person's mood or how distracted or focused the person is.
Although these factors can be very difficult for a marketer to control, it is important to
understand how individuals process various elements of an ad and how factors beyond
9
information about the featured product in an ad, such as music, can influence in the
effectiveness of an ad.
Lantos and Craton (2012) define four situations that result from combining the
two different types of involvement (ad message vs. ad execution) and the two types of
processing (central vs. peripheral). They argue that how music impacts responses to an ad
differs depending on the combination of these two factors. This situational impact is
important because it adds to the discussion concerning the dynamic nature of the
potential impact of music on advertising.
Situation #1 -higlt cognitive (ad message) involvement and central processing.
In this situation, viewers are focused primarily on the message of the ad and the specific
qualities or benefits of the product that is being featured. Lantos and Craton suggest that
even though music may not be the focus of the viewer, it can still be beneficial. They
suggest that the music in this situation should have attention grabbing, catchy lyrics.
Following research conducted by Alpert and Alpert (1991), the catchy lyrics enhance
attention to the ad as well as recall of the ad message. The degree to which the music fits
the ad, referred to as congruency, is also important for high involvement, central-
processing individuals. This issue will be discussed further later on in this paper.
Situation #2 - high affective (ad execution) involvement and central processing,
Since the viewer is focused on ad execution and, therefore, affective involvement, in this
situation the emotional aspects of the ad are the most important. Lantos and Craton
indicate that even under central processing, a strong emotional component to an ad can
help to enhance the information that is processed in an ad. Ad effectiveness is likely to
be enhanced in this situation if the viewer personally likes the music included with the ad
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because it will increase the emotional appeal of the ad. Music likability will be discussed
further below.
Situation #3 - LoJVcognitive (ad message or ad execution) involvement and
peripheral processing. Lantos and Craton suggest that in this situation, the potential
impact of music is likely to be limited. They indicate that music can be beneficial in
similar ways that it is beneficial in situation #1, but that the effect is not as strong. It is
not as useful because the peripheral processing route causes the viewer to devote less
attention to the details related to the product, so the connection between the congruent
music and the features of the product is not as strong.
Situation #4 - Low affective (ad execution) involvement and peripheral
processing. In this situation music can playa significant role in the viewer's response to
the advertisement. Music is able to establish a response to the ad through the mood that
the music creates (i.e. happy, sad, upbeat, etc.) (Lantos & Craton, 2012). Through the
process of classical conditioning, individuals create subconscious associations between
the product (the conditioned stimulus) and the music (the unconditioned stimulus).
Classical conditioning and its relationship with music in advertising has been examined
by several researchers to help to explain why music can be an effective advertising tool.
Gorn (1982), for example, exposed subjects to a product, acting as the
conditioned stimulus, and music was utilized in the background, acting as the
unconditioned stimulus. He found that consumers can listen to music in an ad and
experience a positive emotional response and then attribute that feeling to the product or
brand. Alpert and Alpert (1990) attempted to replicate Gam's findings by reexamining
the effects of music on emotional responses for consumers while viewing an ad. Classical
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music that was either designated "happy" or "sad," was played for subjects while they
examined greeting cards. Not only did the subjects react emotionally to the music,
measured by questions concerning the subject's mood, but also their purchase intention
was significantly different depending on the music that was being played. Specifically,
sad music in the background led to the highest purchase intention regardless of the nature
of the card (happy, neutral, or sad). They explained this finding by suggesting that the act
of sending greeting cards could be considered an inherently "sad" activity. The
effectiveness of sad music could, therefore, be attributed to its fitting the product. In
addition, this suggests three important notions concerning the inclusion of music in an
advertisement: 1) Music can have a considerable impact on an individual's mood 2)
different types of music can have varying effects on responses to an ad and 3) having
music that "fits" the elements of an activity or an ad can help to influence purchase
intention. This suggests that the impact of music is complex and is dependent on the
various characteristics of music.
Musical Stimulus. There are many aspects of the music stimulus itself that might
influence how listeners respond to an ad. For example, Booker and Wheatley (1994)
found that music in the foreground had a stronger, more positive impact on attitude
toward the ad and the brand than ads that had music in the background. The musical
genre (e.g. rock, classical, country etc.) can also be an important component of an ad
when trying to appeal to ad viewers (Lantos & Craton, 2012). Rentfrow and Gosling
(2003) found that genre preferences are dependent on a number of factors including
personality traits and lifestyle. They had participants complete the Short Test of Music
Preferences (STOMP), which asks people to rank their preferences for fourteen music
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genres. Participants also completed several personality tests. Their results showed
several significant relationships between personality and musical preferences. They
found, for example, that people who enjoyed blues and jazz music tended to be reflective
and complex while those who enjoyed rock and alternative music tended to be more
intense and rebellious. They also note that positive and negative responses to ads based
on these preferences can be very strong, so it is important to understand predominant
genre preferences based on the intended audience of the product and the advertisement.
Another important aspect of the musical stimulus is its structural characteristics,
such as its tempo, pitch, and complexity. These characteristics have been found to
influence important responses to ads as well. For example, Hahn and Hwang (1999)
found that faster tempo music could be distracting in an ad, causing viewers to recall less
information about the message than slower tempo songs.
The present study will focus on several other characteristics of the musical
stimulus. Specifically, this study will examine the impact of three characteristics of the
music, its likability, its familiarity and its "fit" with the ad, on responses to the ad. Prior
research examining each of these three music characteristics will be discussed next.
Music Likability
Music likability refers to how much the consumer likes or enjoys the music
associated with an ad. As discussed above, the potential impact of music likability occurs
through classical conditioning. Advertisers want to induce positive emotions that the
viewer finds pleasant with music in order to associate those positive emotions with their
own brand or product.
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Galan (2009) examined the relationship between enjoying the music and
important advertising goals such as attitude toward the ad, attitude toward the brand, and
intention to buy. Using three different tempos and three different genres of music in his
study, Galan's findings indicated that higher music likeability led to higher ratings on all
of these variables. These findings are congruent with Gorn's (1982) results and have
helped to expand and diversify the existing results associated with the concept of music
likeability.
Although Gorn's (1982) research, discussed above, has been often cited and
referred to in research concerning music and advertising, his findings have not been
replicated by some researchers. For example, Kellaris and Cox (1989) conducted an
experiment in which the liking of the music had no effect. In their experiment, pieces of
music were pretested for "music appeal." Two pieces of music were chosen, one, which
had favorable music appeal, and one that was low in appeal. To replicate Gorn's (1982)
study, participants were shown slides depicting a certain color of pen that were
accompanied by either pleasant or unpleasant music. Participants were then able to
choose the color pen that was shown in the ad or a different color pen. In Kellaris and
Cox's study, exposing subjects to appealing or unappealing music did not have a
significant impact on their likelihood of choosing the advertised pen. Their findings do
not necessarily refute the legitimacy of classical conditioning and its role in the
connection between music and ad effectiveness, but they do call into question the
potential of music to have a significant impact after a single exposure as Gorn (1982)
found. This is consistent with research by Zajonc (1968), which suggests that repeated
exposure to a stimulus is necessary in order for it affect responses.
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Despite the potentially important role that the likeability of the music associated
with an ad can have on responses to the ad, to date only a few studies have examined this
issue and those that have examined it have found inconsistent results. Following the
research by Galan (2009), I hypothesize that:
HI: Participants exposed to music that they like will have more positive attitudes
toward the ad and the brand, an increased level of interest in the product, and
higher purchase intention than those exposed to music that they do not like.
Familiarity
Another aspect of the musical stimulus that might influence consumers is their
familiarity with the music in the ad. Although familiarity of the music used in the ad has
not been extensively studied, there have been a few studies that have shown that
familiarity can influence some important responses to ads.
Research examining the impact of "popular" music is relevant here since popular
music is inherently familiar. It is characterized by widespread recognition and is "well-
liked" by most people (Allan, 2006). In research by Allan (2006), songs that were
considered to be popular (taken from Billboard's Top 100) were utilized in an experiment
accompanied by a discussion concerning the "personal significance" of the music.
Personal significance refers to the degree to which a song has "emotional significance"
for the listener. Allan incorporated the personal significance of the music in order to
emphasize the importance of popular music within the advertisement and to make sure
that music was playing a substantial role in the cognitive processes of the subject. Allan
sought to emphasize the importance of recognizable, familiar music by separating the
type of music being played into four different groups: 1) the original popular song, 2) the
same popular song with altered vocals, 3) the same popular song with no vocals, and 4)
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no music accompanying the ad at all. Allan also examined four brands (Kodak, Ikea,
Heinz, and Sony) that were ranked in the top 100 brands in a 2002 article from Business
Week. Combining the four brands with the four versions ofa popular song created 16
different conditions. Dependent variables in this study consisted of attention to the ad and
recall of information provided in the ad. Allan hypothesized that music with higher
personal significance and that recognizable, popular music would result in increased
attention to the ad and increased ability to recall aspects of the ad. Results showed that
participants who viewed an ad with music having high personal significance had both
greater attention to, and memory for, information in the ad (but only for some of the
brands). Allan also hypothesized that the original version of the popular music would be
more effective than the altered and instrumental versions because of its higher degree of
familiarity and recognition. His findings also supported this hypothesis for some of the
brands, suggesting that the more recognizable the song was, the more positive the
attention and memory would be.
Other research has specifically manipulated the familiarity of the music to see its
impact on responses to the ad. For example, Hahn and Hwang (1999) examined the
impact of music familiarity (and musical tempo) on recall of the advertising message.
They proposed that unfamiliar music would require more intense processing from
viewers, causing information load to increase, which would then inhibit participants'
ability to recall the message. This was confirmed by their results as they found a main
effect for familiarity on ad recall. Regardless of the tempo of the music in the study, those
in the unfamiliar music group recalled less than those in the high familiarity group.
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These findings are consistent with a study conducted by Fraser (2014) in which
music evoked images (MEIs) were examined in advertisements featuring music. Her
research also examined the trade off between using music to enhance ad effectiveness
and running the risk of inducing interference with the cognitive processes and responses
to an ad. Her study focused primarily on the presence of MEIs and their effect on brand
message recall. She hypothesized that more private evoked MEIs would produce a
hindered ability for short-term brand message recall. After exposing subjects to varying
background music in advertisements, in which familiarity was manipulated, her
hypothesis was supported, suggesting that unfamiliar music was inhibiting the subjects'
ability to recall the brand message.
In another study relating to music familiarity, Roehm (2001) focused on the
inclusion or exclusion of lyrics in familiar and unfamiliar music and the impact this had
on the ability to recall brand messages. Roehm hypothesized that ads using unfamiliar
songs would be recalled better if the song included the lyrics than if they didn't because
viewers need the lyrics of an unfamiliar song in order to interpret the meaning of the
song. Roehm's findings supported this hypothesis, since she found that recall for
elements of an ad was lower for an unfamiliar song without lyrics than one with lyrics.
Conversely, those who were familiar with the song were able to recall more information
about the ad than those who were unfamiliar with the song regardless of whether it was
the vocal or the instrumental version of the song.
Taken together, these studies suggest that unfamiliar music is distracting and
hinders the ability to recall aspects of an ad. Prior research on familiarity has focused
primarily on cognitive responses to ads. I will extend the results of previous research by
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examining the impact of familiarity on affective responses to an advertisement. Based on
this previous research, I hypothesize that:
H2: Participants exposed to familiar music will have more positive attitudes
toward the ad and the brand; they will have an increased level of interest in the
product, and higher purchase intention than those exposed to unfamiliar music.
Congruency
While familiarity and likeability are factors that only relate to the music used in
the ad, congruency is a factor that refers to the relationship between the music and the ad.
Congruency is defined as the perceived "fit" of a song with an advertisement.
Congruency is a subjective concept that consists of an individual's belief that the music
in an ad is appropriate considering the nature and content of the ad and the product that is
being featured. For example, an upbeat, boisterous song would likely be perceived as
inappropriate for an ad that is trying to promote the calming nature of a cup of coffee in
the morning. Research on congruency suggests that a high degree of fit between the
music and the advertisement positively impacts responses toward the ad (Macinnis and
Park, 1991). Macinnis and Park (1991), for example, examined the impact of congruency
and ad involvement on advertisement recall and brand attitude. Their results indicated
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that congruency had a significant positive effect on attention to the message (recall) in
both high and low involvement groups. They also found that emotional response to the ad
was more positive for the high congruency group than for the low congruency group.
The previously discussed research by Galan (2009) also examined the impact of the
perceived congruency of the music on attitude toward the ad, attitude toward the brand
and intent to purchase the product. He found a positive relationship between congruence
,
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and all three dependent variables, indicating that the more congruent with the ad the
music was perceived to be the more positively people responded to the ad.
Lavack and Thakor (2008) also examined the impact of congruency and ad
cognition on attitude toward the ad and the brand. They manipulated levels of cognition
in which the high cognition group was exposed to ads with primarily facts and
information while the low cognition ad had features that appealed primarily to viewers'
emotions. They found that in both the high and low cognition group, attitude toward the
ad and the brand were significantly more positive when the ad was perceived as having
congruent music than incongruent music. These results support the overall positive
impact of congruency, since ad-music congruency enhanced attitude toward the ad and
the brand for both the high and the low cognition ads.
Altogether, these studies suggest that congruency positively impacts both
cognitive and attitudinal responses to ads. Therefore, I hypothesize that
H3: Participants exposed to congruent music will have more positive attitudes
toward the ad and the brand; they will have an increased level of interest in the
product, and higher purchase intention than those in the low congruency group.
Although the impact of music familiarity and congruency on responses to ads has
been studied separately, to date, no research has looked at their combined effect on
cognitive and attitudinal responses to ads. This study will address this gap in prior
research on the impact of music on consumer responses to ads. Examining the interaction
of these variables would allow a determination of which has a stronger impact on
responses to ads by directly comparing responses to ads having unfamiliar but congruent
music with those having familiar but incongruent music. Based on the above research on
)
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familiarity and congruency, which found that both positively impact responses to ads, I
hypothesize that:
H4a: Attitude toward the ad and the brand, interest in the product, and purchase
intention will be most positive in the congruent-familiar condition and least
positive in the incongruent-unfamiliar condition.
Because it is likely easier for consumers to assess the familiarity of a musical stimulus
than its congruency with the ad message, I believe that familiarity will have a stronger
impact on responses to the ad than congruency. Therefore, I hypothesize that:
H4b: Attitude toward the ad and the brand, interest in the product, and purchase
intention will be higher in the familiar-incongruent condition than in the
unfamiliar-congruent condition.
Method
The hypotheses concerning familiarity and congruency were tested in two ways:
first, using ANOV A to examine the relationship between manipulated familiarity and
congruency, and second, using a linear regression to examine the relationship between
measured familiarity and congruency. Manipulations for familiarity and congruency were
based on results from the pretest (described below); measured familiarity and congruency
were based on responses to questions pertaining to these variables on the final
questionnaire that study participants completed. More details concerning the
measurement of these variables will be discussed below.
Subjects and Design
The study design was a 2 x 2 analysis of variance with music familiarity (familiar;
unfamiliar) and music-ad congruency (congruent; incongruent) used as independent
variables. Participants were business students from a small, private Midwestern
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university. There were 127 participants, 66 male and 61 female, ranging in age from 18-
23.
Stimulus Materials
The two independent variables, music familiarity and congruency, were
manipulated by varying the music being played with an advertisement. An ad was chosen
that did not incorporate dialogue and had music as the foreground component of the ad.
The advertisement chosen aired in 2013 and has since been retired. It was chosen as the
stimulus because I anticipated that participants would be unfamiliar with it.
The ad used was produced by Sony and featured its smartphone, the Xperia Z 1.
The ad takes place in a tropical-like area with a cliff and a small body of water. There are
two men featured in the ad and they are shown taking pictures and videos of one another
underwater using the smartphone. The ad is intended to demonstrate the underwater
capabilities of the smartphone.
Independent Variable Manipulation
In order to manipulate familiarity and congruence, it was necessary to identify
songs that were high and low on each attribute. This was accomplished by pretesting 16
songs that I expected to fit into each of the 4 categories created by crossing familiarity
with congruence. Songs that I expected to be familiar to the audience were ones that had
been featured on the radio or were songs that were recorded by famous, well-known and
recognized popular artists. Songs that were deemed unfamiliar were ones by artists that
were not featured on the radio and also ones that had comparatively significant fewer
views on music streaming websites such as YouTube. Songs that I expected to be
familiar ranged in views on YouTube from 8 million to 300 million while songs I
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expected to be unfamiliar ranged in views on YouTube from 80,000 - 1.5 million. Songs
that I thought would be perceived as congruent with the ad were ones that were more
upbeat and most would be considered to be in the "pop" music genre. I believed that
these would fit best with the ad because of the positive and fun elements that were
emphasized in the ad. Songs that were likely not to fit well with the ad were ones that
were not very upbeat or otherwise did not seem to sound appropriate for the cheerful
nature of the people and setting of the ad. Songs were chosen for each of the four
conditions (familiar-congruent, familiar-incongruent, unfamiliar-congruent, and
unfamiliar-incongruent). All of the songs were shortened to a part of the song that
incorporated singing (so there were no exclusively instrumental songs) and were timed to
fit the timing and duration of the 40-second ad.
The pretest was administered to two groups of business students during a regular
class session. Participation was completely voluntary and there were no incentives
provided to participate. Forty-four students took part in the pretest. Participants were
asked to watch the Sony Xperia Z 1 advertisement on a projector screen in the front of the
classroom. The video played on a loop while I played 40 second segments of each of the
16 songs that were chosen for the pretest. Participants were unable to see any information
about the song being played. The pretest questionnaire included three questions for each
of the 16 songs. All questions were asked on a 7-point scale. The first question asked how
familiar the participant was with the song being played ("1" = "Not familiar at all"; "7" =
"Very familiar"). The second question asked to what degree the participant liked the song
(" 1"= "I do not like this song at all"; "7" = "I like this song very much"). The third
question asked how well the song fit the ad being shown (" 1" - "This song does not fit at
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all"; "7" = "This song fits very well"). Following research by Macinnis and Park (1991),
whether the music fits the ad message was a subjective assessment by participants. A
copy of the pretest questionnaire can be found in Appendix A.
Average ratings for familiarity and congruency were computed for each song.
These averages were used to identify the songs that best fit each of the four required
conditions. For example, the song chosen for the familiar-congruent condition was the
song with the highest score for familiarity that also had a high score for congruency;
similarly, the song chosen for the familiar-incongruent condition was the song with the
song with the highest familiarity score that also had a low congruency score. Table 1
shows the specific songs that were chosen per condition based on results from the pretest.
T-tests were used to confirm these selections. Table 2 shows the mean familiarity and
congruency rating for each song. It also shows the comparisons between each
combination of the familiar and unfamiliar songs and between each combination of the
congruent and incongruent songs as well as the t-test results for these comparisons. The t-
test results showed that the two familiar songs were rated as significantly more familiar
than the two unfamiliar songs. Similarly, the two congruent songs were rated as
significantly more congruent than the two incongruent songs.
Insert Table 1 and Table 2 about here
Procedure
Data collection for the actual study took place during the regularly scheduled
meeting for 8 classes. Participants were provided an informed consent statement before
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participating in the study. They were informed that the study examined factors
influencing responses to an advertisement and that their participation would involve
viewing a 40 second advertisement and then completing a questionnaire assessing their
opinions about various aspects of the advertisement. They were also informed that their
participation in the study was voluntary.
The commercial was projected onto a large screen in the front of the classroom.
Participants watched the commercial and then were given a copy of the questionnaire to
complete. To more closely mirror the conditions under which an advertisement would
typically be viewed, participants only saw the advertisement one time. Because it was
not possible to randomly assigned participants to conditions (since everyone in the class
had to view the same commercial), I randomly assigned conditions to the classes. Two
classes were randomly selected for each condition. A copy of the questionnaire can be
found in Appendix B. A complete list of all the items that measured each variable can be .
found in Appendix C.
Measures
Perceived familiarity. Perceived familiarity assessed the extent to which the
participant was familiar with the song in the advertisement. Familiarity was measured
with three items on a seven-point scale. For example, "How well do you know the song
featured in the ad?" (" I" = "not at all"; "7" = "very well"). The coefficient alpha
reliability for this scale was a = .965.
Perceived congruence. Congruence assessed the degree to which subjects
perceived that the song featured in the ad fit various elements of the ad. Five items
measured perceived congruency, each using a seven-point scale. Some example questions
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include, "How did the music relate to the activities shown in the ad" ("1" = "not at all";
"7" = "very well") and "How appropriate was the music for the general mood of the ad?"
("1" = "very inappropriate"; "7" = "very appropriate"). The coefficient alpha reliability
for this scale was a = .893.
Music likability. Likability assessed the extent to which the participant liked the
song associated with the ad. Itwas measured with three items on seven-point scales. An
example of a question relating to likability was "To what degree did you enjoy the music
in the ad?" (" 1" = "not at all"; "7" = "very much"). The coefficient alpha reliability for
this scale was a = .845.
Attitude toward the ad. Attitude toward the ad was measured with five items on
seven-point scales. Items in this category consisted of questions such as: "To what degree
does this ad make you want to buy the product?" ("1" = "not at all"; "7" = "very much").
Another sample question for this scale was "To what extent does this ad make you feel
positive emotions?" (" 1" = "not at all"; "7" = "very much"). The coefficient alpha
reliability for this scale was a = .829.
Attitude toward the brand. Attitude toward the brand was measured with three
items on seven-point scales. An example of a question in this category was, "How
reliable are products made by Sony?" (" 1" = "not reliable"; "7" = "very reliable"). The
coefficient alpha reliability for this scale was a = .777.
Interest in the product. Interest in the product was measured with two items,
both on a seven-point scale. The two questions that corresponded to this variable were
"How interested would you be in trying out this product?" (" 1" = "not at all interested";
"7" = "very interested") and "How interested are you in finding out more information
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about this product?" ("1" ::::not at all interested"; "7":::: "very interested"). The coefficient
alpha reliability for this scale was a ::::.812.
Behavioral intention. Behavioral intention was measured with two items, both
on a seven-point scale. The two items in this scale were, "How likely would you be to
purchase the product featured in the ad?" ("1" ::::"not likely at all"; "7" ::::"very likely")
and, "What is the likelihood that you would recommend this product to a friend?" (" 1" ::::
"not likely at all"; "7" ::::"very likely"). The coefficient alpha reliability for this scale was
u= .754.
Results
Table 3 presents the means, standard deviations and intercorrelations between the
variables measured in the study.
Insert Table 3 about here
Music Likability
My first hypothesis was that there would be a positive relationship between music
likability and attitude toward the ad, attitude toward the brand, interest in the product and
behavioral intentions. This hypothesis was tested by linear regression. Results showed
the music likability was significantly and positively related to attitude toward the ad (R2
::::.27, p ::::.000) and interest in the product (R2 :::: .073, p ::::.002) but not significantly




My remaining hypotheses were that there would be significant main effects for
congruency and familiarity as well as a significant interaction between familiarity and
congruency. I predicted that participants would respond more positively to an ad that
included familiar music and where the music was congruent with the ad. I also predicted
an interaction between familiarity and congruency. Specifically, I expected that
participants would respond the most positively to an ad with music that was both
congruent and familiar and the least positively when the music was incongruent and
unfamiliar. I also expected that participants would respond more positively to an ad with
music that was familiar and incongruent than to an ad that had unfamiliar but congruent
music. These hypotheses were tested in two ways: (1) by manipulating congruency and
familiarity based on the results from the pretest; and (2) by using measures of perceived
congruency and familiarity from the actual study participants.
To examine the impact of manipulated congruency and familiarity, a 2 x 2
Analysis ofYariance (ANOYA) was used. Results showed that neither the hypothesized
main effects for familiarity and congruency nor the interaction between familiarity and
congruency were significant for any of the dependent variables. Thus, hypotheses 2, 3
and 4 were not supported using my manipulations of familiarity and congruency.
To examine the impact of perceived congruency and familiarity on the dependent
variables, a linear regression was used. On the first step of the regression, congruency
and familiarity were entered. On the second step, the interaction term for congruency and
familiarity was added. This allowed me to determine if there was a significant change in
R2 when the interaction term was entered. A significant change in R2 on the second step
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would indicate that there was a significant interaction between familiarity and
congruency.
Attitude toward the ad. Attitude toward the ad overall was predicted
significantly by perceived familiarity, perceived congruence, and their interaction (R
2
=
.144, P = .000). Part correlations showed that there was a significant correlation between
perceived congruency and attitude toward the advertisement (r = .35, p = .000) but there
was no significant effect for perceived familiarity (r = .04, P = .62). As hypothesized, the
more congruent with the ad the song was perceived to be the more positive the attitude
toward the ad was. Adding the interaction term did not result in a significant change in R2
(t. = 0, P = .97) indicating that the hypothesized interaction between familiarity and
congruency was not supported for this dependent variable.
Attitude toward the brand. Contrary to the hypothesis, perceived familiarity,
perceived congruency, and their interaction did not significantly predict participants'
attitude toward the brand (R2 = .02, P == .55).
Interest in the product. Interest in the product was marginally significantly
predicted by perceived congruence, perceived familiarity, and their interaction (R2 = 05,
P == .09). Part correlations showed that there was a significant correlation between
perceived congruence and interest in the product (r == .22, P = .01) but there was no
significant effect for perceived familiarity (r == -.01, P = .88). The positive correlation
indicates that, as hypothesized, the higher the perceived congruence, the more interest in
the product participants had. Adding the interaction term did not result in a significant
change in the R2 term (6 == 0, P = .83), which indicates that the hypothesized interaction
between familiarity and congruency was not supported for this dependent variable.
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Behavioral Intention. Contrary to my hypothesis, perceived familiarity,
perceived congruence, and their interaction did not significantly predict participants'
behavioral intentions (R2 = .03, p = .29).
Discussion
The purpose of this study was to examine the impact that music has on responses
to an advertisement. Specifically I examined the effect of three aspects of the music: (1)
how likable the song is to the viewer; (2) how familiar the song is to the viewer; and (3)
how congruent the song is with the ad. Based on prior research (e.g. Hahn & Hwang,
1999; Roehm, 2001; Allan, 2006; Macinnis & Park, 1991; Lavack & Thakor, 2008;
Galan, 2009; Gorn, 1982; Alpert & Alpert, 1991), I predicted that all three of these music
attributes would have a positive impact on responses to the ad. Although prior research
has examined these attributes separately, research has not examined them together to see
their combined effect. Thus, I expanded on the existing research by examining the
interaction of two of these variables, familiarity and congruency, on responses to an ad. I
predicted that ad responses would be the most positive when the ad included both
familiar and congruent music and least positive when the ad used unfamiliar and
incongruent music; I also expected that familiar/incongruent music would result in more
positive responses to the ad than unfamiliar/congruent music. The ad responses that were
examined in this study included attitude toward the ad, attitude toward the brand, interest
in the product, and behavioral intentions.
Perceived Congruency, Likability and Familiarity of the Music
As predicted, I found that there was a main effect for the impact of congruence on





an impact on attitude toward the brand and behavioral intentions. Despite the fact that
congruency did not have a positive impact on all measured dependent variables, these
results suggest that music/ad congruence does impact some important advertising
outcomes.
Liking the song featured in the ad also had a significant effect on some of the ad
responses. Specifically, my results indicated that the more participants enjoyed the song,
the more favorable their attitude toward the ad and the greater their interest in the
product. Similar to the results concerning congruency, though, the degree to which the
participants liked the song did not have a significant impact on attitude toward the brand
or behavioral intentions.
There are several reasons why the ad might not have influenced either attitude
toward the brand or behavioral intentions. Sony is a very well known brand and most
consumers have been exposed to their products and company news for a number of years.
A recent Harris Poll ranked Sony as the #2 brand in consumer electronics based on
familiarity and quality of the brand (Harris Poll, 2014). This means that many consumers
have already developed attitudes and perceptions about the brand over time, making a
single 40-second ad that the participants were exposed to likely to have a negligible
impact on their attitude toward the brand.
In terms of behavioral intentions, a single exposure to an ad may not significantly
influence participants' intention to buy a product such as a cell phone because of the
commitment that is associated with that purchase. Unless participants were intending to
purchase a new phone in the near future, this ad would likely have a minimal impact on
their decision to purchase a new phone. In addition, in conjunction with the discussion of
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Sony, participants may have had preexisting negative opinions about Sony as a brand and
thus, would not have desired to purchase the product regardless of the effectiveness of the
advertisement.
Conversely, attitude toward the ad and general interest in the product could be
much more easily influenced by a short advertisement. Although it was not explicitly
asked, it is possible that most of the participants had never seen or recognized the ad that
was shown or the product that was featured. The ad was retired sometime in 2013 and
Sony smartphone sales have not been very high, especially when compared to more
popular phones that dominate the smartphone market such as Apple's iPhone, the HTC
One, and the Samsung Galaxy. Indeed, Sony only has a 3.1% market share in the
smartphone industry in 2015, compared to Samsung's 27% and Apple's 16%
(Trendforce, 2015). Based on these numbers, it is reasonable to assume that Sony's
exposure and popularity in this market is limited. Because participants likely would not
have any prior opinions about the ad or the product, their opinions about them could more
easily be influenced by a single exposure to the ad. This would explain why congruency
and liking of the song had a stronger effect on attitude toward the ad and interest in the
product than on brand attitude and behavioral intentions.
The hypothesis that involved the impact of familiarity was not supported for
either manipulated familiarity or perceived familiarity. None of the dependent variables
were significantly impacted by the degree to which participants were familiar with the
song that accompanied the advertisement. There are several reasons why this may have
happened.
31
Hahn and Hwang (1999) argued that when examining the effects of music on
advertising, there are two major categories of responses to an ad that are important:
emotional responses to the ad and message processing responses (e.g. memory for and
retention of information in the ad). Researchers such as Hahn and Hwang (1999) and
Allan (2006) suggest that attention and memory are important factors to study because a
consumers' ability to recall information about the product or brand from an ad may
influence their purchase intentions. Emotional responses to the ad, which result from
invoking positive emotions that are subsequently associated with the product and the
brand (Gorn 1982), should also influence purchase intentions. Prior studies that have
examined the effects of music familiarity have focused on message processing responses
whereas this study focused on the viewer's emotional responses to the ad, which have not
been examined in prior research. It is possible that familiarity affects message processing
but not emotional responses, which may explain why prior research has found a
significant effect for familiarity but I did not. Hahn and Hwang (1999) argued that the
degree of familiarity has an impact on message processing variables because unfamiliar
music increases the information load of an advertisement. This means that more cognitive
resources are devoted to processing the meaning of the unfamiliar music and less to
processing details and information regarding the brand and product that is featured in the
ad. However, the emotional responses to an ad measured in this study are more likely the
result of creating an association between a positive emotion and the product. A song that
is familiar may not necessarily evoke positive emotions and, conversely, it is possible
that an unfamiliar song could create positive emotions, This might explain why I did not
find that familiarity affected responses in this study. Despite the fact that familiar music
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may not automatically create positive emotions, Lantos and Craton (2012) note that an
emotional response could be produced through memories that are related to a particular
familiar song. Although this subject should be researched further, the present study
suggests that, overall, familiarity does not have a significant overall effect on emotional
responses to the ad.
Interaction Between Familiarity and Congruency
I also predicted a significant interaction between familiarity and congruency.
This hypothesis was not supported for any of the dependent variables. Since familiarity
by itself did not have any significant effects on any of the dependent variables, it is not
surprising that the interaction between familiarity and congruency was also not
significant. The proposition that this interaction would be significant was derived from
research, which suggested that higher degrees of congruence and familiarity
independently have positive effects on responses to the advertisement (Hahn & Hwang,
1999; Roehm, 2001; Allan, 2006; Macinnis & Park, 1991; Lavack & Thakor, 2008;
Galan, 2009; Alpert & Alpert, 1991). Based on this research, I suggested that the
combination of these variables would lead to more positive responses because of the
positive impact that they tend to have independently. Although this research did not
support this idea, it is possible that this interaction could have a stronger impact on
message processing or other dependent variables. The potential interaction between
familiarity and congruency on message processing responses to an ad warrants additional
research.
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the perceptions of actual study participants. Although familiarity did not impact
Manipulations
As described above, I tested the impact of familiarity and congruency in two ways
_ by manipulating the familiarity and congruency of the songs based on pretesting the
songs in advance and by measuring the familiarity and congruency of the songs based on
responses to the ad regardless of how it was assessed, I found that perceived congruency
affected responses to the ad while manipulated congruency did not. It is important to
discuss the differences in the impact of perceived and manipulated congruency.
The pretest was designed to choose songs that would fit into each of the four
conditions (familiar/congruent, famili/r/incongruent etc.). This was very accurately done
for familiarity since I found that there was a high correlation between manipulated
familiarity and familiarity as perceived by the actual participants in the study (r ~ .85).
This is not surprising since familiarity is relatively easy to predict. Songs and artists that
are featured on the radio will be more recognizable than ones that are not. The number of
music video views on websites like YouTube's and the number of plays on streaming
apps like Spotify make estimating popularity (and thus, familiarity) relatively simple. In
addition, there is less variation in measuring familiarity because most participants either
know the song or they do not, effectively minimizing the number of answers in the
middle range of the 7-point scale.
In contrast, there was more of a discrepancy between manipulated and
congruency. While the correlation between these was positive and significant, the
magnitude of the correlation was much lower than the correlation for familiarity (r ~ .43).
This is likely to have occurred because whether the song "fits" the ad is a much more
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subjective judgment and, consequently, more difficult to manipulate. The concept of
congruency is much more broad than familiarity. Measuring congruency led to
considerable variance in responses to the ad, regardless of the condition that the
participant was put in. This means that individuals either have different opinions about
what they believe fits well with the ad or that they are considering different elements of
the ad when answering questions related to the perceived "fit" of the song with the ad.
Individuals could pay attention to a variety of factors when trying to decide if a song fits
with an ad. When I was identifying songs for the pretest that I thought would be either
congruent or incongruent, given the nature of the ad, I thought that upbeat, pop songs
would have higher congruency and songs that were not very upbeat would have lower
congruency. However, there are a number of other music characteristics or attributes that
could have been considered besides the genre and the mood of the song. For example,
since all of the samples of songs used in this study incorporated lyrics, it is possible that
the words were influential for participants deciding if a song fit well with the ad.
Furthermore, there are a number of elements within the ad itself that could have been
considered when making a judgment about the extent to which the song fits the ad. For
example, if the focus of the viewer was on the fact that the activities shown in the ad
exude happiness and excitement by the individuals in the water then a more upbeat, fast-
paced rock song might have been considered to be more congruent with the ad.
However, if the focus of the viewer is on the setting of the ad, which is tropical and
somewhat calming, then perhaps a slower tempo, more relaxing song would be judged as
more appropriate. There are a variety of factors to consider when manipulating
congruency because of its SUbjective nature. Despite the subjectivity in making
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judgments about whether a song fits the ad, the results from this study suggest that
congruency has an important impact on viewers' responses to an advertisement. Future
research should seek to determine which aspects of the music or the ad are most
important when choosing music that fits well with an ad.
Practical implications
The results of this study suggest that marketers may generate a more positive
response to their ad if they use music that is perceived as being congruent with the ad as
well as music that is likable. While both of these music attributes are based on a
subjective judgment, they are important to consider when choosing music for an ad.
With respect to congruence, as noted above, there are a variety of elements that could be
considered when thinking about the perceived fit of a song with the ad. However,
Macinnis and Park (1991) suggest that congruence ultimately refers to a song's
appropriateness or relevance to the central ad message. This suggests that congruence is
heavily related to the goals that the marketer has set for the ad that is being produced.
Therefore, the song that is used should reflect the intended message of the advertisement.
Music likability is important because it helps to induce a positive emotional response to
the ad. As concluded in Gom's (1982) research on classical conditioning, the positive
feelings that enjoyable music in an ad evokes can lead to positive emotional impressions
of the ad and the product that is featured. Therefore, it is important for marketers to try to
utilize music that is liked by the target market for the ad. This suggests that popular
music may be more effective because more people will likely recognize and enjoy the
song. But this also warrants additional research. Nevertheless, a song's fit with the ad and
its likability are both SUbjective judgments and thus, could differ significantly from
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person to person. Because of this, it is imperative for marketers to pretest songs for an ad
so they choose a song that resonates positively (both in terms of congruence and
likability) with as many people in the target market as possible.
An important practical implication resulting from this study is that song
familiarity seems to have few immediate effects on attitudes toward the ad and behavioral
intentions. As discussed previously, familiarity is more important when considering
message processing responses rather than emotional responses. The lack of significant
effect for familiarity on emotional responses to an ad suggests that while it may be
beneficial in some instances for companies to utilize popular and familiar songs, this is
not necessary in order to generate positive responses to an ad. Indeed, many marketers
contract artists to write music that is specifically tailored to the brand, product, or
message in a specific advertisement. This study suggests that original music created
specifically for the ad, which is inherently unfamiliar to the viewer, or music by an
unknown artist, will not necessarily have a negative impact on emotional responses to the
ad because of its unfamiliar nature. Furthermore, using songs by an artist who is not as
commercially popular has economic benefits for the marketer. A song that is less known
could cost as little as $10,000 to utilize in an advertisement, whereas a more popular song
would likely cost between $200,000 to $1 million depending on its popularity (Hampp,
2010). The results of this study suggest that incurring this significant expense is not
necessary in order to appeal to viewers. However, a marketer would have to weigh this
advantage to unfamiliar music against the potential negative impact it can have on the
ability to recall information from an ad that has been found in prior research (Hahn and
Hwang, 1999; Roehm, 2001; Allan, 2006).
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Suggestions for Future Research
This study focused on the impact of music characteristics on emotional responses
to ads. The structure of this study was not conducive for measuring message-processing
variables, such as attention and recall, but they are important variables to study in the
context of music and ad effectiveness. As already mentioned, message processing
variables can be impacted by familiarity (Roehm, 2001; Allan, 2006). Additionally,
Galan (2009) examined the impact of congruence and liking on ad memory and found
that the more positive each variable was, the better the subject was able to recall
information from the ad. This suggests that all three of these variables may have a
positive impact on ad message processing. So far, little research has examined different
combinations of these variables to see how they impact message processing.
Consequently, research examining the interaction between these variables could produce
useful insight. Itwould be beneficial to understand which of these variables has the
strongest impact on message processing variables. For example, could using a song that
is highly congruent and/or well liked offset the negative impact of an unfamiliar song on
message processing? Findings from this research could help marketers to decide whether
or not to use unfamiliar music in advertisements. An examination of the interaction of
these variables would make it possible to determine what combination of these variables
would be the most effective for enhancing both cognitive and emotional responses to ads.
This study found that congruence between music and the ad can result in more
positive responses to the ad. However, it is not clear what ad and music elements result
in the perception congruency. In order for marketers to identify what songs would fit
well with their ad, it is necessary to better understand how perceptions of congruency are
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formed. Consequently, additional research should be done determining what elements in
the ad are most important in driving perceptions of congruency. For example, viewers
may be considering the music's fit with the mood of the ad, the intended message of the
ad, the setting or background of the ad, the product itself, or a variety of other factors. It
would be beneficial to develop an idea about which of these factors are most relevant in
terms of congruency in order to be able to manipulate congruency in the future.
Ultimately this would enable marketers to choose music for advertisements that properly
fit the ad itself to enhance the likelihood that viewers will respond favorably to the ad.
Limitations
The experimental nature of this research reduces to some extent the external
validity of these findings. In this study, participants were asked to watch an ad and then
to answer questions about the ad. This situation creates an unrealistic amount of focus on
the advertisement that would most likely not happen in the real world. Oftentimes, if
people are not fast-forwarding through ads while watching TV, they are distracted or
doing other things while advertisements are playing on television. In an experimental
setting, individuals would likely pay more attention to various elements of an ad than
they would if they were listening or watching it in real life. This leads to a discrepancy in
how viewers may respond to an ad when they are asked to focus on one for an
experiment versuS how they would realistically watch (or avoid) them in real life.
In addition to this, the participants were all business students from a small, private
Midwestern university. Although this population is comprised of individuals who are
often exposed to adveliisements and whose opinions on advertisements matter to
companies, their responses to the ad may not generalize to other populations, such as
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adolescents or older adults. It is possible, for example, that adolescents (e.g. those in
junior or senior high school) might pay more attention to the music in the ad than
participants in this study and thus, respond differently to the ad than the college age
participants in this study. In contrast, older adults might be less impacted by the music
because they pay less attention to it. These differing demographic groups would also
likely evaluate music differently in terms of its likability or congruence. Future research
could examine the potential differences between age demographics and their responses
and attention to factors, such as music, in an advertisement.
Conclusion
Although not all of the proposed hypotheses suggested in this research were fully
supported, the findings are still useful for future research and lead to practical suggestions
for marketers. The process of developing an ad is complicated and extensive, and as
evidenced by this and prior research, the selection of music for an ad is just as complex.
A plethora of variables should be considered when choosing music for an ad. Familiarity,
congruence, and liking are all pertinent variables to continue to study. As their individual
and interactional impacts are examined further and better understood, marketers will be
able to select music that best fits the primary intentions of the ad.
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Table 1
Songs Chosen per Condition from Pretest Results
Condition Artist Song title
Familiar-Congruent B.o.B So Good
Familiar- Incongruent Sam Smith Latch
Unfamiliar-Congruent Dive In Let Go




Pretest Results Comparing Songs used in terms of Familiarity and Congruency
Condition Comparison MeanFam t p Meancon t p
FC vs. UC 6.41 vs. 1.50 21.67 0 6.02 vs. 4.68 4.59 0
FI vs. UI 6.73 vs. 1.66 21.23 0 3.02 vs. 1.91 4.59 0
FC vs. FI 6.41 vs. 6.73 1.84 0.07 6.02 vs. 3.02 12.97 0
UC vs. UI 1.50 vs. 1.66 0.859 0.395 4.68 vs. 1.91 12.355 0
*Key:
F - Familiar; U -
Unfamiliar
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Please answer the following questions for each of the songs. Circle the number that
corresponds to your opinion for each song.
Track # 1
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2. To what degree do you like this song?
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My name is Michael Blecha. I am a senior marketing major. The research
associated with this project is for my honors thesis. The purpose of this study is to gauge
how people respond to various aspects of an advertisement. Please watch the ad and
answer the following questions. Circle the number corresponding to your own opinion for
each question. There are no right or wrong answers so I appreciate your honest response
to each question. Participation in this study is completely voluntary and you are free to
quit at any time. Thank you for your willingness to help with this research.
1'1 To what degree does this ad make you want to buy the product?
1 2 3 4 5 6 7
Not at all Very
much
2., To what extent does this ad elicit positive emotions?
1 2 3 4 5 6 7
Not at all I'm not Very
sure much
3'1 How well do you know the song featured in the ad?
1 2 13 14 15 6 J 7
Not at all 1 I I J Very well
4'1 How well did the music relate to the activities shown in the ad?
1 12 13 14 15 16 17
Not at all I I I I 1 I Very well
5., How likely are you to purchase a product from this brand (Sony)?
1 2 3 4 5 6 7
Very I'm not Very
Unlikely sure Likely
6'1 To what degree would you be willing to watch this ad again?




-7.\ To what degree did the activities in the ad fit the product that was featured?
1 2 T3 14 15 16 17
Not at all T 1 1 1 1 Very well
8.\ How important is the underwater capabilities of this phone to you?
1 2 3 4 5 6 7
Not at all Very
important
9.\ What was your overall opinion of the song used in the ad?
1 2 3 4 5 6 7
Very I'mnot Very
Negative sure Positive
10.\ To what degree is the setting for the ad appropriate for the product being featured?
1 2 3 4 5 6 7
Not at all I'm not Very
sure much
11.\ To what extent did you pay attention to the music in the ad?
1 2 3 4 5 6 7
Not at all Very
much
12.\ How many times have you heard the song used in the ad?
1 2 3 4 5 6 7
Never A few Many
times times
13. 1 How reliable are products made bv this brand (Sony)?
1 2 3 4 5 6 7
Very I'm not Very
unreliable sure reliable
14. How appropriate was the music for the general mood of the ad?
1 2 3 4 5 6 7
Very I'm not Very
inappropriate sure appropriate
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15'1 How interested would you be in trying out this product?
1 2 3 4 5 6 7
Not at all Very
much
16. I To what degree does the song in the ad elicit positive emotions?
1 2 3 4 5 6 7
Not at all I'm not Very
sure much
17., What is the likelihood that you would recommend this product to a friend?
1 2 3 4 5 6 7
Not likely Very
at all likely
18'1 How important is picture taking quality to you when choosing a phone?
1 2 3 4 5 6 7
Not at all Very
important
19'1 To what degree did you enjoy the music in the ad?
1 2 3 4 5 6 7
Not at all Very
much
20'1 How relevant was the ad to you personally?
1 2 3 4 5 6 7
Not at all I'm not Very
sure much
21'1 How well did the music correspond to the product featured in the ad?
1 2 3 4 5 6 7
Not at all I'm not Very well
sure
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22.\ How likely would you be to purchase the product featured in the ad?
1 2 3 4 5 6 7
Not at all I'm not Very
sure likely
28.! What is your opinion of this brand (Sony)?
1 2 3 4 5 6 7
Very I'm not Very
negative sure positive
23. -\ To what degree are you familiar with the song featured in the ad?
1 2 3 4 5 6 7
Not Very
familiar familiar
24.\ How well did the music fit the outdoor nature of the ad?
1 2 3 4 5 6 7
Not at all I'm not Very well
sure
25.! To what degree did you like the ad?
1 2 3 4 5 6 7
Not at all Very
much
26.! How interested are you in finding out more information about this product?
1 2 3 4 5 6 7
Not at all Very
much
27'1 What is the likelihood that you would recommend this ad to a friend?




Please answer the following demographic questions. None of your personal information
will be shared or be able to be connected to you personally.
LAS COPHS
129. I What is your gender?
Male I Female
30. What is your age?
Under 18 18-19 120-21 122-23 I 24-25 126 or older
31. What year are you in school?
Freshman Sophomore 1 Junior -1 Senior
32.
COB
33. What is your major?
Primary Major:
Secondary Major (optional):




Items Used to Measure Each Variable
Attitude toward ad
1. To what degree does this ad make you want to buy the product?
2. To what extent does this ad elicit positive emotions?
3. To what degree would you be willing to watch this ad again?
4. To what degree did you like the ad?
5. What is the likelihood that you would recommend this ad to a friend?
Music Familiarity
1. How well do you know the song featured in the ad?
2. How many times have you heard the song used in the ad?
3. To what degree are you familiar with the song featured in the ad?
Congruency
1. How well did the music relate to the activities shown in the ad?
2. How appropriate was the music for the general mood of the ad?
3. How well did the music correspond to the product featured in the ad?
4. How well did the music fit the outdoor nature of the ad?
5. How well do you think the music fits the ad?
Music Likability
1. To what degree did you enjoy the music in the ad?
2. What was your overall opinion of the song used in the ad?
3. To what degree does the song in the ad elicit positive emotions?
Attitude toward brand
1. How likely are you to purchase a product from this brand (Sony)?
2. How reliable are products made by this brand (Sony)?
3. What is your opinion of this brand (Sony)?
Interest in the product
1. How interested would you be in trying out this product?
2. How interested are you in finding out more information about this product?
Behavioral intentions
1. What is the likelihood that you would recommend this product to a friend?
2. How likely would you be to purchase the product featured in the ad?
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